Introduction
Nielsen -a global information and measurement company -provides clients with an understanding of consumer needs that it bases on consumer behaviour. Nielsen delivers critical media and marketing information, analytics and industry expertise about what consumers watch (consumer interaction with television, online and mobile devices) and what consumers locally and globally. In companies like Nielsen, sharing knowledge between employees is vital.
In practice, knowledge sharing is evident when employees share their tacit knowledge with one another. If communal sharing of knowledge is commonplace within a company, a knowledgesharing culture will manifest and this culture allows employees to exchange valuable information with each another. Social media technologies can assist the process of sharing knowledge in organisations because it allows easy and instant communication. The unique features of social media technologies, which are digital in nature, enable companies like Nielsen to determine the best strategy to increase knowledge sharing with other companies. However, this research aimed to establish the degree to which Nielsen employees have embraced social media technologies in order to share knowledge within the organisation. Foss, Husted and Michailova (2010) mention several reasons for focusing on sharing knowledge in organisations:
• 'knowledge sharing is designed to transform individual knowledge into organisational knowledge' • modern organisational culture is synonymous with knowledge sharing processes • organisations that share knowledge 'may lead to improved innovation capacity, … and therefore, to sustained competitive advantage'.
Social media is a dynamic field that Nielsen can use to manage its knowledge sharing. '[Social Media] is used as a communication tool where employees within the organisation will be able to engage in knowledge sharing' (Jones, Temperley & Lima 2009 ).
The researchers conducted this study on a team of employees in the Nielsen Television Audience Measurement Department. They analysed gaps and trends in the organisation in order to evaluate knowledge sharing within Nielsen. They conducted qualitative research to perform an in-depth analysis of what employees' thoughts are about social media tools and sharing knowledge.
Nielsen's attempt to use the social media specifically for sharing knowledge between employees makes sense. Gaffoor and Cloete (2010) support the idea that technology aids knowledge sharing:
The age of technology where knowledge and information serve as key strategic tools in the organisational context, creates the opportunity for organisations to adopt the role of knowledgebased organisations that thrive on the competence of knowledge workers. (n.p.)
Whilst Nielsen aims to create a knowledge-sharing environment through using social media tools, for its employees to share knowledge optimally it is important for the company to facilitate and cultivate engagement between employees -no matter how. Employees are important assets in an organisation as their intellectual capital (IC) is a resource that is embedded in their actions and capabilities (Longo & Mura 2011) . What employees do with their IC is extremely important because 'every employee has a sphere of influence along with their individual knowledge, and this is where a knowledge sharing culture can begin' (Gurteen 1999 ).
For example, there are company wikis and discussion forums at Nielsen. However, not all employees are aware that these tools exist and, therefore, they do not contribute through these channels. This means that they miss finding solutions to problems and possibly supplying solutions to the problems that other employees have. This level of ignorance about social media tools is a barrier to sharing knowledge and improving business performance.
Nielsen must embrace the use of social media tools in their effort to create a knowledge-sharing culture. However, there also has to be buy-in from all the employees that the company expects to use these tools to share their knowledge:
In a highly competitive business environment, a firm's ability to develop new products, services and processes better than its competitors depends on how effective knowledge sharing practices are established and spread among employees. (Almahamid, Awwas & McAdams 2010:n.p.) The crux of a knowledge-sharing culture lies with the employees, who need to interact and communicate with one another in order to share their tacit knowledge. Kang, Chen, Ko and Fang (2010) 
Research methodology
The purpose of this study was to investigate social media technology trends in the Nielsen Company and to establish how these technologies can help it to create a knowledgesharing culture. The article will highlight which social media technologies the Nielsen's Television Measurement Department is currently using and will make suggestions about which tools it could incorporate to cultivate a knowledge-sharing culture in the company.
The researchers used evaluative research. Therefore, the research design was empirical, numeric and used textual data. Based on this, one can argue that the researchers drew the results from hybrid data with medium control: 'The preparation of such a design facilitates research to be as efficient as possible yielding maximal information' (Kumar 2008:14) .
The choice of a qualitative methodological research design meant that the researchers could increase validity through triangulation. Triangulation increased their chances to control and assess certain threats that could have influenced the results. The research question and the field participants were the reasons for the decision to use triangulation in the research. The researchers used a qualitative design 'to test the conjecture; and when the phenomenon was measured, further qualitative descriptions were developed from the numerical results' (Morse, Niehaus, Wolfe & Wilkins 2006) .
Questionnaires are part of qualitative research methods. They allow:
the correct choice of appropriate methods and theories, the recognition and analysis of different perspectives, the reflections on the research as part of the process of knowledge production; and the variety of approaches and methods. (Flick 2009:n.p.) Therefore, the researchers used semi-structured questionnaires that included both closed and open-ended questions as the data collection instruments. They included descriptive questions because the aim was to gather in-depth descriptions of, and perceptions about, social media tools as useful media for creating a knowledge-sharing culture at Nielsen.
The researchers completed the data analysis process, through which they derived the research findings, after collecting the completed questionnaires. They gathered additional data and insight on certain topics as engagement with groups of employees emerged whilst they were completing the questionnaires.
The Nielsen Television Audience Measurement Department consists of approximately 50 people. The researchers received 32 completed questionnaires from the 40 that they handed out. The 32 completed questionnaires were sufficient to represent the entire department as the researchers calculated the response rate (n) as 80%.
The sampling method that the researchers used in this study was purposive sampling. This enabled the researchers to:
• investigate which social media technologies Nielsen's Television Audience Measurement Department was using at the time of the study • identify other forms of knowledge sharing that Nielsen was practising • determine which social media technologies Nielsen was using to facilitate knowledge sharing.
The purposive sampling method allowed the researchers to answer the research problem, which was to establish the extent of the use of social media technologies to enable or improve knowledge sharing in Nielsen.
Research results
The researchers conducted statistical and descriptive analyses because they kept their data analysis techniques in mind before developing the questionnaires. It is for these reasons that they asked closed as well as open-ended questions throughout the questionnaire.
A discussion of the results will follow the answers the respondents gave to the questions in the questionnaire that follow:
• What types of Social Media tools were used by Nielsen?
• What medium of communication did employees prefer (whether it is face-to-face or electronic communication)? • Whether employees were willing to share their knowledge with others.
• What employees preferred as communication medium when they had a problem or question that needed to be answered.
• Did colleagues help one another in problem solving?
• Whether the employees within Nielsen believed that Social Media could create a knowledge-sharing culture.
The types of social media tools Nielsen employees used Figure 1 presents the social media tools that Nielsen employees used. Skype was by far the most common tool they used. Communicating regularly is crucial for Nielsen, as it is for many other companies, because Nielsen deals with many data that need to be up-to-date and available on demand. Employees also used 'Office Communicator' every day because it is an easy tool for employees to use to communicate and collaborate with each another, especially if they work in different departments or in other globally positioned locations. Office Communicator is similar to Skype because it allows people to chat using instant messaging (IM), make personal computer (PC)-to-PC phone and video calls, share files and manage information other colleagues can see.
The interesting aspect of Figure 1 is that Nielsen had many of the common social media tools, like blogs, wikis and collaboration sites. However, employees were not using these tools to their maximum capability and potential. For example, if Nielsen connected and grouped their blogs to their international branches, they could create a knowledgesharing culture between employees and managers. This would reduce the re-creation of knowledge and employees could record valuable information for current and future use. Respondents stated that they either did not know that the social media tools existed at Nielsen or that they knew about the social media tools but they did not see them as tools that would help them in their day-to-day activities.
Other ways of sharing information or knowledge that the researchers identified through the survey were email, the Nielsen intranet (local area network), face-to-face meetings or discussions, telephone conversations, training, communication boards and 'Windows Live Messenger'. Ninety per cent of the respondents indicated that email was their preferred method of sharing knowledge, other than the social media tools.
Source: Authors' own data FIGURE 1: Social media tools that Nielsen employees used. These results emphasise that technology plays a major role in the communication processes that occur daily at Nielsen. It is clear that Nielsen employees use technology every day and that a concerted effort to encourage the optimal use of social media tools could benefit the company even more. Figure 2 shows whether employees preferred electronic or face-to-face communication. Most respondents (66%) preferred electronic communication to face-to-face communication because they said that electronic communication was faster, more convenient and employees could store the information for use at a later stage. Skype is one example of a social media tool that can store information after conversations. Employees can also have live meetings or conference calls and are able to see each other with the use of webcams.
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The preferred modes of communication
Through Skype, employees can talk 'face-to-face' with international colleagues and they can use usual chat -where employees type conversations in an IM way -if they desire. Employees can view the information that contacts shared via Skype over a period of three months and they can record this information for future use if they need to.
The reasons that employees preferred electronic communication to face-to-face communication were:
• that Nielsen is a global company and face-to-face communication is not always possible • electronic communication makes it easier and faster to communicate with international employees and to get the information that employees need faster • employees can record electronic communication for future use and can keep information that they have sent • electronic communication allows geographically dispersed groups to communicate interactively and simultaneously through text, sound and video • conference calls are cost-effective • electronic tools are easy to use and communication is transferred and received no matter where the person may be • electronic communication is more convenient.
The positive attitude about electronic communication is also evident in these direct quotes from the questionnaires:
• 'It lets you combine numerous texts into a single message.'
• 'I can do so in my office with other reports and processes running.' • 'You get to see the people you are communicating with and it is easier.' • 'I can save what has been discussed or shared'.
With regard to face-to-face communication, 31% of the respondents stated that it is easier to grasp or understand something when communicating with the person in person. They saw electronic communication as impersonal and 'it can easily be misunderstood'. This is true because people do not get to see the emotions and reactions of others when they communicate using electronic tools and they may not resolve issues that may arise because misunderstandings could occur.
Although only 31% of the respondents regarded faceface communication as important, it remains an important means of communication because employees are able to walk to another's office in seconds to find a solution to their problems. However, when this type of close contact is not possible, it is crucial for employees to acknowledge the advantages of technology for quick interaction and that they can use it wherever possible because it is easier to record this communication and the resulting information and knowledge if they do so in an electronic format.
Electronic communication is revolutionising business communication. Organisations can transform passive employees into active participants because they can contribute to content, add or change content and share content. Wasko and Faraj (2005) state, 'In electronic networks, individuals contribute knowledge and help others despite the lack of a personal, face-to-face relationship'. Nielsen provides these communication tools. However, the problem is that employees resist using these tools or are unaware that the tools are available.
Source: Authors' own data FIGURE 3: Employees' willingness to share knowledge. The willingness of employees to share their knowledge Nielsen managers do not have a problem with employees who do not want to share their knowledge because 100% of respondents stated that they were willing to share their knowledge with colleagues. Therefore, the problem is not that Nielsen employees are unwilling to share their knowledge. Instead, they are just not aware of the electronic tools available to them or they are unconvinced that these tools could help them to share their knowledge effectively. Figure 3 shows whether employees were willing to share their knowledge or if knowledge sharing was absent at Nielsen. All respondents stated that they were willing to share their knowledge and that they observed the same from their colleagues.
Employees at Nielsen are willing to share their organisational knowledge because their culture is open and vibrant and employees believe in helping one another. The researchers observed the employees in the Television Audience Measurement Department throughout the day of the interviews and employees needed to confirm certain processes from time to time. When these needs arose, employees would walk to a manager's office and resolve whatever was causing them uncertainty.
Managers were always willing to help and the environment was friendly. This encouraged employees to communicate with one another as well as with their managers. The department was organised so that two to three employees worked in a spacious cubicle where they were close to each another. This made it easier to communicate and assist one another.
The Television and Audience Measurement Department offices had an arrangement so that employees could walk to another's office or cubicle if they had a problem. Sometimes this was not possible. An example is if the person they needed to answer a question was out of the office. In these cases, the employees who wanted to ask the question would use email or Skype to contact the other person.
The researchers posed the question that follows to the respondents: 'In your experience, to what extent are colleagues willing to freely share their knowledge and information with others?'. The researcher recorded the responses using a Likert scale where 1 denoted 'not willing to share' and 10 denoted 'are willing to share'.
The results averaged 7 on the Likert scale. This showed that not all employees were willing to share their knowledge, but that most employees were willing to share their knowledge and experiences with other people (see Figure 4 ).
Preferred modes of communication when asking questions
One should note that only 31 of the 32 respondents answered this particular question. Figure 5 below gives the statistics of the medium of communication employees preferred to use when they had a problem or question to which they needed an answer.
Respondents preferred walking to another's office when they had a question or problem, with 45% of the respondents indicating this as the preferred method of communication in such a case. The second most preferred method of communication when posing a question was a blog, wiki or Skype, as 32% of the respondents preferred this medium. The researchers established that employees regarded blogs, wikis or Skype as the most time conserving options because they could post the question and continue to work whilst waiting for a reply. 'The question can be addressed in real time, but without having to walk to the person's office'.
The 23% of respondents who preferred to email their questions did so because the information they received from the email would be in writing as 'proof' in case future disputes arose. Other reasons for preferring email, as an option, was that it was fast and saved time.
The willingness of colleagues to help each another to solve problems Figure 6 below illustrates that colleagues were indeed willing to assist each another to solve problems, with 72% of respondents indicating that colleagues do help each another. None of the respondents indicated that they were not willing to assist colleagues to solve problems. The 28% of respondents who indicated that they are only 'sometimes' willing to help colleagues stated that this was because they did not have answers and had to refer colleagues to someone else for help.
It was clear that Nielsen's employees were open to communication and willing to assist each another wherever they could. This is extremely important for establishing a knowledge-sharing culture because 'most researchers and practitioners agree that a major part of knowledge in an organisation is in tacit form' (Suppiah & Sandhu 2011) . Knowledge resides in the minds of employees and they can only share it in writing or through face-to-face or electronic interaction. From engaged discussions, the researchers established that most Nielsen employees were open with one another about their tacit knowledge and that they would assist others wherever possible.
Employee perceptions of the contribution of the social media towards building a knowledgesharing culture In its conclusion, the questionnaire asked respondents whether they thought that creating a knowledge-sharing culture, by using social media tools, would benefit Nielsen. Figure 7 gives the results.
Most respondents (94%) answered 'yes' to this question. This confirms that most employees thought that incorporating social media tools would improve Nielsen's knowledgesharing culture. Therefore, its managers should encourage and participate in social media technologies because it is clear that there will be buy-in from employees. One expects this positive response towards the social media because, according to Dawson (2009): [Social Media] is deeply changing the expectations of knowledge workers as to how they can build their own personal brand within a corporation, not just find knowledge they need or socialize. (n.p.)
The 6% of the respondents who answered 'no' to this question were the employees who do not agree that the social media would help to create a knowledge-sharing culture because they still believe that face-to-face communication is the most effective mode of communication and that technology should not change the 'old ways' that worked well. The organisation could persuade those who do not agree that technology could encourage sharing knowledge at least to try these technologies for themselves if the managers provided incentives to the people who contribute through social media tools.
Conclusion
This article investigated social media technology trends within the Nielsen Company and established how these technologies could help the company create a knowledgesharing culture.
The study established that the Nielsen Company has incorporated specific social media tools and technologies. However, employees do not necessarily use them optimally. Nielsen does have elements of a knowledge-sharing culture because employees are willing to share their knowledge with others by using various modes of communication. Therefore, there is knowledge sharing at Nielsen and social media tools are available to employees, but Nielsen has not yet fully realised the potential for sharing knowledge using social media tools. In order to fill this gap, integrating social media tools into the daily work processes and tasks of employees will help to solve the problem because employees will collaborate and communicate by regularly using these tools. This will lead to the habitual sharing of knowledge through social media tools.
Source: Authors' own data FIGURE 7: Perceived possibility of whether the social media can create a knowledge-sharing culture. This study focused on only one department at Nielsen. Therefore, the researchers do not know whether the willingness to share knowledge prevails throughout the organisation. It is an area for further research.
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Further investigation into the most effective social media tools that Nielsen could use in the rest of the organisation is possible. Researchers could compare the data from follow-up studies with the data from this study and they could draw further conclusions and make suggestions. Such research could help other organisations who are hoping to establish knowledge-sharing cultures through using social media tools: 'From a managerial perspective, it is timely for research on knowledge sharing to pay more attention to the link between knowledge sharing and organisational performance' (Foss, Husted & Michailova 2010) .
Sharing knowledge is a crucial business objective. Therefore, it is important for Nielsen to tap into the intellectual capital of its employees to create competitive advantage through creativity and unique ideas.
International research concludes that companies that have embraced the social media continue to report that they are receiving measurable business benefits. Ninety per cent of these companies report at least one benefit to their business. 'These benefits ranged from more effective marketing to faster access to knowledge' (Bughin & Chui 2011) .
